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Abstract
Libraries have an essential role in managing collections to meet the information
needs of users. Libraries need to do more intense promotions by optimizing
Instagram's social media. This study aims to determine how much influence
promotion on Instagram with psychographics has on the Intensity of visits at the
ministry library in Indonesia. This research was conducted in the library of the
ministry of education and culture, Indonesia. This study uses associative statistics
with a quantitative approach. The data analysis used is multiple linear regression to
test the hypothesis of the influence of variables X1 and X2 on variable Y. Sampling
used the Slovin formula with a significance of 10% with purposive sampling
technique and obtained 94 respondents from a population of 1,483. The results
show that there is a significant effect of Promotion on Instagram (X1) on Visit
Intensity (Y) with a significant value of 0.000 <0.1 (10%) with a reasonably strong
correlation of 0.402 on an interval scale of 0.40-0.599. Next, there is a significant
psychographic effect (X2) on the Intensity of Visits (Y) with a significant value of
0.000 <0.1 (10%) with a significant correlation of 0.477. Furthermore, there is an
indirect effect of promotion on Instagram through psychographics on the Intensity
of visits, as shown by the value of z = 2.759 with the Sobel test where z > 1.68. The
value of the influence of promotion on Instagram with psychographics on the
Intensity of visits shown from R2 is 28.7%, and the remaining 71.3% is influenced
by other factors not examined. This research is significant to help libraries increase
promotional activities as technology develops and pays attention to user behavior
in finding information through Instagram.
Keywords: Consumer behavior, Promotion, Instagram, Psychographics, Lifestyle,
Intensity of library visits.
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A. Introduction
The development of information technology requires everyone to adapt to their
daily life environment constantly. The development of information technology is
now present in every area of human life and will become a habit in using it. This
habit can change a person's behavior in meeting his information needs. Information
needs are information people want to get as support in their daily lives (Shobirin,
Safii, and Roekhan 2020, 9).
In meeting these information needs, one can find it easily anywhere and anytime
through a smartphone connected to the Internet. It has become a person's lifestyle
at this time (Radiansyah, Bastaman, and Purwandaya 2019).
Libraries as institutions that have credibility for information have been
regulated by the Constitution of the Republic of Indonesia Number 43 of 2007
Article 1 concerning Libraries. Libraries manage collections of written works,
printed works, and or recorded works in a professional manner with a standard
system to meet users' educational, research, and recreational needs (Presiden RI,
2007). Libraries have an essential role in helping the community provide reliable
information needs.
However, based on data revealed by the National Library of the Republic of
Indonesia, the level of library visits in Indonesia is far from ideal because only
0.02% of the total population of Indonesia, namely 59,483 people, visit the library
per day (Rahardian, 2019).
Libraries need to carry out promotions to invite users to visit and take advantage
of library services. Promotional activities are carried out so that the public knows
what products and services the library have to generate interest in coming (Azwar
& Sulthonah, 2018; Prihartanta, 2015).
In carrying out this promotional activity, the library must be able to see the target
users. Users who have different needs, characteristics, and behaviors need to be
explicitly mapped. Segmentation helps libraries to determine each of the needs of
the various types of users. One of these segmentations is based on psychographics,
which is a segmentation that divides the market based on social class, personality,
and lifestyle (Lin, 2002).
A similar study was conducted by Kau Ah Keng, Kwong Jung, and Jochen Wirtz
from the Department of Marketing, National University of Singapore Business
School, entitled "Segmentation of Library Visitors in Singapore: Learning and
Reading related lifestyle". This study aimed to identify people's habits, lifestyles
related to reading and identify different segments of society in general in
Singapore's public libraries (Ah Keng, Wirtz, & Jung, 2003). The results of this
research are beneficial for Singapore's public libraries in improving their services.
Knowing the needs of its users will help the library provide various collections
that make users feel at home in the library (Patel, 2016). Libraries can formulate
appropriate librarian activities because the shift in users' lifestyles in the digital era
is strongly influenced by technological developments (Crittenden, Biel, & Lovely,
2019).
In the digital era, using media technology in the library is the most effective thing
to use. The use of media technology in the library dramatically affects the interest
of visiting users (Azwar, Surandari, & Djohar, 2020; Nurdin, 2013; Sari, Suprayogi,
& Azwar, 2021).
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It has been investigated by Ahdie Anwary entitled "The Influence of
Promotional Media on Visiting Interests in Librarians at Grahatama Pustaka
Yogyakarta". The results showed that promotional media had a significant effect on
visiting interest (Anwary, 2017).
The Library of the Ministry of Education and Culture of Indonesia provides a
variety of collections that support the information needs of users. Libraries use
social media such as Facebook, Instagram, Twitter, and YouTube to promote
various products, services, and activities. Thus, information will be more easily
conveyed to the public (Harrison, Burress, Velasquez, & Schreiner, 2017; Rosida
& Azwar, 2021).
It is proven by the high number of visitors, as many as 80-100 visitors per day,
and in 2019. The most visitors occurred in January, as many as 2,463 visitors.
Researchers are interested in conducting further discussions about how the
influence of Instagram social media promotion with psychographics on the
Intensity of user visits. This paper is expected to help libraries to increase visitor
visits with more intense promotions in the future.
B. Literature Review
1. S-O-R Theory
S-O-R theory is a psychological theory that represents stimulus, organism,
and response. Woodworth described this theory in 1928, in which the organism
mediates the stimulus-response relationship by interpreting the given stimulus
will cause a behavioral response, such as a decision to buy or not to buy (Wu
and Li 2018, 77).
Fig. 1. S-O-R Theory

Stimulus

Organism

Respons

Then the S-O-R theory was developed by Mehrabian and Russell, where
stimuli from the environment as a stimulus affect individual cognitive and
affective reactions, which then cause responses in the form of behavior (Fiore &
Kim, 2007).
S-O-R theory plays a significant role in the use of media. The media provides
relevant information, light, actual, factual, and in accordance with the needs of
its consumers (Putri et al. 2020, 81). According to this model, the organism
produces a particular behavioral reaction when a stimulus can affect the
individual's action/response.
2. Consumer Behaviour
Consumer behavior consists of 2 words, namely "behavior" and "consumer".
According to the Oxford dictionary, behavior is a response or reaction to stimuli
or the environment (Cambridge University Press, 2021a). While consumers are
users, be it services or goods produced (Cambridge University Press, 2021b). So
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this consumer behavior is a reaction from consumers to a product or service
usage that is used.
Before using the product or service, consumers need to search, research, and
evaluate the product or service (Firmansyah, 2019, 2). It then leads to consumer
behavior in the decision to buy a product or use a service.
Ebert and Griffin state that Consumer Behavior is a consumer's effort in
making decisions about a product to be purchased and consumed (Rossanty,
Nasution, & Ario, 2018, 4).
Kotler and Keller's model analyzes the characteristics of consumer behavior
by describing the stimulus-response model as follows.
Fig. 2. Kotler and Keller Consumer Behavior Model

From Figure 2, Kotler and Keller analyze consumer behavior characteristics by
describing a stimulus-response model in which marketing and environmental
stimuli enter the consumer's consciousness, and psychological processes interact
with personal characteristics that ultimately lead to the decision-making process
and purchase decisions (Kotler et al. 2019).
According to Kotler, marketing stimuli can be carried out by companies to
influence consumers to make purchases. The marketing stimuli will be included in
consumer awareness, namely psychological and consumer characteristics (Winter,
Maslowska, and Vos 2021).
Three factors influence the characteristics of consumers:
a. Culture is the fundamental determinant of a person's desires and behavior
through socialization and institutions, such as norms and customs.
b. Social factors, such as roles and social status in society.
c. Personal factors include age, self-concept, lifestyle, values, personality,
wealth, and occupation (Ward and Chiari 2008, 9).
3. Promotion
Library promotion is a marketing persuasive communication mechanism by
utilizing public relations techniques. Persuasive messages can grab audiences'
attention by noting message composition, message organization, message order,
message appeal, message style, word choice, and message structure (Wulandari
and Fatchiya 2017, 199).
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Promotion is an essential activity in introducing various activities, services,
and facilities in the library so that people know more deeply and are interested
in coming to the library (Azwar & Sulthonah, 2018; Leorke, Wyatt, & McQuire,
2018).
4. Psychographics
Psychographics, according to Kotler, is a grouping based on the
characteristics of each consumer, such as motivation, personality, perception,
interest, interest, and attitude (Kotler and Lane Keller 2012). According to
Joseph, psychographics or lifestyle analysis is an analysis of the daily life
patterns of a person expressed in the activities, interests, and opinions of that
person (Cannon, Perrault, and McCarthy 2008, 194). The analysis will display
a psychological graphic picture.
So, psychographics is the process of analyzing the target market by looking
at the characteristics of consumers, such as lifestyle, interests, activities, and
opinions of consumers on something. Consumers in libraries are known as users.
Libraries must be able to assess the characteristics of consumers from their needs
and desires (Chen and Shen 2020).
5. Visit Intensity
The Intensity of user visits can mean how often users visit the library. This
Intensity can be seen through the library's attendance list or visiting books
manually or through an automation system (Matthews, 2017).
Indicators of visit intensity can be seen based on membership, frequency of
visits, library conditions, activities, and use of learning resources in the library
(Huradju, Saleh, and Bahsoan 2019, 64).
C. Methodology
This study uses associative statistical analysis with a quantitative approach. Data
analysis used multiple linear regression statistical methods to test the hypothesis of
the effect of the Promotional variable on Instagram (X1) and the Psychographic
variable (X2) on the Visit Intensity variable (Y).
This research was conducted in the library of the ministry of education and
culture, Indonesia. The population in this study were the visitors who visited the
Ministry of Education and Culture library. The population in this study is the
number of active visitors in a month—sampling using a non-probability technique
(Siregar, 2013, 33). Sampling was selected based on certain criteria (purposive
sampling), using specific criteria through social media with the provision that the
user had visited the library and had opened the Instagram library of the Ministry of
Education and Culture.
For the sample size, the researcher used the Slovin formula n=N/(1+N(d)2
(Creswell, 2017), which was taken from the population of library visitor data during
December 2019, reaching 1,483 people with the desired error rate of 10% / 0.1, so
the sample was 94 people.
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D. Results and Discussion
In this study, validity and reliability tests were conducted. The validity test uses
Pearson Correlation by calculating the correlation between the values obtained from
the questions (Siregar, 2013, hlm. 46). If the value of r count > r table is declared valid,
if r count < r table is invalid. In this study, r table 0.1707 of (α; n-2) n = number of
samples (94) with a significance of 0.1 (10%) in r table. All statement items for
indicators on variables X1 (9 items), X2 (13 items) and Y (7 items) show that they
are valid based on r-count greater than r-table (n-2). Thus, all items in the three
variables can be used.
Furthermore, the reliability test, if the reliability coefficient shows a number >
0.6, can be declared reliable (Siregar, 2013, 55). Variable X1 shows the value of
Cronbach's Alpha on the Instagram variable of 0.850, which means reliable.
Variable X2 shows the value of Cronbach's Alpha on the psychographic variable of
0.623, which means reliable. Variable Y shows the value of Cronbach's Alpha on
the visit intensity variable of 0.668, which means reliable.
Fig. 3. Research Variables

Organism (O)
Psikografis (X2)

H3

1. Activities
2. Interest
3. Opinion

Stimulus (S)

H2

Respons (R)

Instagram (X1)

Visit Intensity (Y)
H1

1. Content Frequency
2. Promotional Content
3. Feedback

1. Frequency of visits
2. Reasons to Visit

Furthermore, data analysis, Figure 3 is built based on the theory of consumer
behavior and S-O-R, then there are three hypotheses:
1. H1: There is a significant effect of promotion on Instagram on the Intensity
of visits to the Ministry of Education and Culture library.
2. H2: There is a significant psychographic effect (Lifestyle) on the Intensity of
visits to the Ministry of Education and Culture library.
3. H3: There is an indirect effect of promotion on Instagram through
psychographics on the Intensity of visits to the Ministry of Education and
Culture library.
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Table 1. Hypothesis Test Results
Hypothesis

Correlation

Variable

T test

H1

Instagram=
Visit Intensity

Instagram

2,745

H2
H3

Psychographi
c = Visit
Intensity
Indirect
Influence

Psychographic

F
test

Influence
Value R2

18,2
91

0,287

Correlation
Significance

Pearson
Correlation

0,000

0,402

Description

Accepted

3,994

0,000

0,477

Sobel Test 𝑍 = 2.75951188

Accepted

Based on table 1, the following conclusions can be drawn:
1. H1: There is a significant effect of promotion on Instagram on the Intensity
of visits.
This is shown from the significance value of the Instagram variable 0.000 <
0.1 and the Pearson correlation value of 0.402 > r table 0.1707 (df-2/n=92).
2. H2: There is a significant influence of Psychographics (Lifestyle) on the
Intensity of visits.
This is indicated by the significance value of the psychographic variable
0.000 < 0.1 and the Pearson correlation value of 0.477 > r table 0.1707 (df2/n=92).
3. H3: There is an indirect effect of promotion on Instagram through
psychographics on the Intensity of visits.
It is indicated by the value of z=2.759, where z>1.68.
The value of the influence of promotion on Instagram with psychographics on
the Intensity of visits shown from R2 is 28.7%, and the remaining 71.3% is
influenced by other factors not examined.
Table 2. Construct Test Results
Correlation
Instagram, Psychographic = Visit Intensity

Variables

Pearson
Correlation

Instagram

0,402

Psychographic

0,477

Then for taking data interpretation can be used with the following criteria:
-

0,00 - 0,199
0,20 - 0,399
0,40 - 0,599
0,60 - 0,799
0,80 - 0,100

= Very weak
= Weak
= Fair
= Strong
= Very strong

The correlation test results based on table 2 found that the results of the
calculation of the Pearson correlation for Instagram were 0.402, and for
psychographics, it was 0.477. It shows that the relationship level is in the interval
0.40-0.599, so the relationship is fair. It means that the Instagram variable with
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psychographics on the Intensity of visits has a positive and quite influential
relationship.
The results showed that there was a significant effect of promotion on Instagram
on the Intensity of visits. So with the library doing promotions through Instagram,
it proves that promotions can influence users to visit the library. With the increase
in visits, the use of the library will be maximized. It is also reinforced by research
by Humaidah entitled the effect of library promotion through social media on
library utilization (Humaidah, 2017), and Ahdie Anwary the influence of
promotional media on visiting interest (Anwary, 2017). Promotion is an activity to
communicate with customers about the products offered. The promotion aims to
attract attention, create a good impression, arouse public interest in obtaining
information and knowledge, and obtain positive responses from the community
(Ulumi, Rusli, and Wahyuningsih 2014, 2.28).
Psychographics in this study is a segmentation analysis based on lifestyle and
human personality, where lifestyle reflects how a person spends his time and
money, manifested in activities, interests, and opinions (Kasali, 2007, 91). The
results showed a significant influence of Psychographics (Lifestyle) on the Intensity
of visits. It shows that a person's lifestyle can influence others in visiting the library.
With the library manager knowing about the user's lifestyle, this will improve more
extra services in accordance with the user's lifestyle. It is also reinforced by research
by Kiki Fadillah Akhmad entitled the influence of psychographics on reading
interest (Akhmad, 2018).
Based on the consumer behavior theory as expressed by Kotler and Keller in
analyzing consumer behavior characteristics, companies can carry out marketing
stimuli to influence consumers to make purchases. Marketing stimuli in the form of
promotions on Instagram will enter consumer awareness, namely psychological and
(psychographic) characteristics of consumers that lead to visits to the library (Kotler
and Lane Keller 2012, 160).
Mehrabian and Russell said that a reaction or response occurs because of a
stimulus based on the S-O-R theory. Stimulus from the environment as a stimulus
(Promotion on Instagram) affects the individual's cognitive and affective reactions
(Psychographic), which causes a response in the form of behavior/action (Visit
Intensity) (Fiore & Kim, 2007). This theory is a development of the previous theory,
namely the S-R theory. According to this theory, mass media plays a significant
role in influencing the message's recipient by involving simple communication
(Morissan, 2015, 23). In this study, the mass media used to disseminate information
is Instagram social media which is aimed at the recipient of the message hoping that
the information provided can be accepted and cause behavior to visit the library.
The study results also show an indirect effect of promotion on Instagram
through psychographics on the Intensity of visits. It shows that the library stimulates
its consumers with promotions through social media. Instagram also influences a
person's psychology to cause actions to visit the library.
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E. Conclusion
Based on the results of data analysis and research hypothesis testing at the
Ministry of Education and Culture's library, it was found that there was a significant
effect of promotion on Instagram on the Intensity of visits. It is indicated by the
significance value of the Instagram variable 0.000 < 0.1. Based on the correlation
analysis, there is a relatively effective and positive relationship with the Instagram
Pearson correlation value of 0.402 at an interval of 0.40-0.599.
There is a significant psychographic effect on the Intensity of the visit. It is
indicated by the significance value of the psychographic variable 0.000 < 0.1. Based
on the correlation analysis, there is a relatively effective and positive relationship
with the Instagram Pearson correlation value of 0.477 at an interval of 0.40-0.599.
There is an indirect effect of promotion on Instagram through psychographics
on the Intensity of visits. It is indicated by the value of z=2.759 with the Sobel test
where z>1.68. The value of the influence of promotion on Instagram with
psychographics on the Intensity of visits shown from R2 is 28.7%, and the
remaining 71.3% is influenced by other factors not examined.
This study shows the importance of increasing promotional activities in the
library and paying attention to user behavior in finding information through
Instagram to improve the performance of library services. Further research can be
developed further, for example, library promotion using other social media and
associated with other variables.
References
Ah Keng, K., Wirtz, J., & Jung, K. (2003). Segmentation of library visitors in
Singapore: Learning and reading related lifestyles. Library Management,
24(1/2), 20–33. doi: 10.1108/01435120310454485
Akhmad, K. F. (2018). Pengaruh Psikografis Terhadap Minat Baca Pemustaka di
UPT Perpustakaan UIN Alauddin Makassar (PhD Thesis). UIN Alauddin
Makassar, Makassar.
Anwary, A. (2017). Pengaruh Media Promosi Terhadap Minat Kunjung
Pemustaka Di Perpustakaan Grhatama Pustaka Yogyakarta (Skripsi, UIN
Sunan Kalijaga Yogyakarta). UIN Sunan Kalijaga Yogyakarta,
Yogyakarta. Retrieved from https://digilib.uin-suka.ac.id/id/eprint/25925/
Azwar, M., & Sulthonah, S. (2018). The Utilization of Instagram as a Media
Promotion: The Case Study of Library in Indonesia. Insaniyat: Journal of
Islam and Humanities, 2(2), 147–159. doi: 10.15408/insaniyat.v2i2.7320
Azwar, M., Surandari, I., & Djohar, H. (2020). Evaluating The Library Website
Of The Indonesian Ministry Of Education And Culture Through The EndUser Computing Satisfaction (EUCS) Model. Library Philosophy and
Practice (e-journal). Retrieved from
https://digitalcommons.unl.edu/libphilprac/4166
Cambridge University Press. (2021a). Behavior. Dalam Cambridge Learner’s
Dictionary. Cambridge: Cambridge University Press. Retrieved from
https://dictionary.cambridge.org/

9

Cambridge University Press. (2021b). Consumer. Dalam Cambridge Learner’s
Dictionary. Cambridge: Cambridge University Press. Retrieved from
https://dictionary.cambridge.org/
Cannon, J. P., Perrault, W. D. D., & McCarthy, J. (2008). Pemasaran Dasar 1.
Jakarta: Salemba Empat. Retrieved from
https://books.google.co.id/books?id=DRsfHVWMaNUC
Chen, M., & Shen, C. (2020). The correlation analysis between the service quality
of intelligent library and the behavioral intention of users. The Electronic
Library, 38(1), 95–112. doi: 10.1108/EL-07-2019-0163
Creswell, J. W. (2017). Research Design: Qualitative, Quantitative, and Mixed
Methods Approaches. California: SAGE Publication.
Crittenden, W. F., Biel, I. K., & Lovely, W. A. (2019). Embracing Digitalization:
Student Learning and New Technologies. Journal of Marketing Education,
41(1), 5–14. doi: 10.1177/0273475318820895
Fiore, A., & Kim, J. (2007). An integrative framework capturing experiential and
utilitarian shopping experience. International Journal of Retail &
Distribution Management, 35. doi: 10.1108/09590550710750313
Firmansyah, A. (2019). Perilaku Konsumen (Sikap dan Pemasaran). Pasuruan:
Penerbit Qiara Media. Retrieved from
https://books.google.co.id/books?id=XDKaDwAAQBAJ
Harrison, A., Burress, R., Velasquez, S., & Schreiner, L. (2017). Social Media
Use in Academic Libraries: A Phenomenological Study. The Journal of
Academic Librarianship, 43(3), 248–256. doi:
10.1016/j.acalib.2017.02.014
Humaidah. (2017). Pengaruh Promosi Perpustakaan Melalui Media Sosial
Terhadap Pemanfaatan Perpustakaan di Perpustakaan Kementrian
Perindustrian RI (PhD Thesis). Universitas Islam Negeri Syarif
Hidayatullah, Jakarta.
Huradju, S., Saleh, S. E., & Bahsoan, A. (2019). Pengaruh Layanan Perpustakaan
Sekolah Terhadap Intensitas Kunjungan Siswa Membaca. Aksara: Jurnal
Ilmu Pendidikan Nonformal, 5(1), 63–70. doi: 10.37905/aksara.5.1.6370.2019
Kasali, R. (2007). Membidik Pasar Indonesia: Segmentasi, Targeting, dan
Positioning. Gramedia Pustaka Utama.
Kotler, P., Keller, K. L., Manceau, D., Hemonnet-Goujot, A., & Kotler, P. (2019).
Marketing management. Montreuil: Pearson.
Kotler, P., & Lane Keller, K. (2012). Marketing Management (14 ed.). New
Jersey, Amerika Serikat: Prentice Hall.
Leorke, D., Wyatt, D., & McQuire, S. (2018). “More than just a library”: Public
libraries in the ‘smart city.’ City, Culture and Society, 15, 37–44. doi:
10.1016/j.ccs.2018.05.002
Lin, C. (2002). Segmenting customer brand preference: Demographic or
psychographic. Journal of Product & Brand Management, 11(4), 249–
268. doi: 10.1108/10610420210435443
Matthews, J. R. (2017). The Evaluation and Measurement of Library Services,
2nd Edition. California: ABC-CLIO.
Morissan. (2015). Teori Komunikasi Individu Hingga Massa. Jakarta: Prenada
Media. Retrieved from

10

https://www.google.co.id/books/edition/Teori_Komunikasi_Individu_Hin
gga_Masa/owRBDwAAQBAJ
Nurdin, M. (2013). Hubungan Promosi terhadap Minat Kunjung Pemustaka di
Badan Perpustakaan dan Arsip Daerah Provinsi Sulawesi Selatan
(Skripsi, Universitas Islam Negeri Alauddin Makassar). Universitas Islam
Negeri Alauddin Makassar, Makassar. Retrieved from http://repositori.uinalauddin.ac.id/2702/
Patel, S. (2016). Collection development in academic libraries. International
Journal of Library and Information Science, 8(7), 62–67. doi:
10.5897/IJLIS2015.0601
Presiden RI. Undang-Undang Nomor 43 Tahun 2007 tentang Perpustakaan. ,
Pub. L. No. 43 (2007).
Prihartanta, W. (2015). Tujuan Promosi Perpustakaan. Jurnal Adabiya, 3(83), 9.
Retrieved from
https://www.academia.edu/19792333/Tujuan_Promosi_Perpustakaan
Putri, V. V. P., Arsy, A. N., Kamila, R. K., Tarinanda, A. A. P., Zuhri, S., Fajriah,
N., … Yogia, K. Y. (2020). Teori Komunikasi Massa dan Perubahan
Masyarakat. Prodi Ilmu Komunikasi Universitas Muhammadiyah Malang
bekerjasama dengan Inteligensia Media (Intrans Publishing Group).
Retrieved from
https://www.google.co.id/books/edition/Teori_Komunikasi_Massa_dan_P
erubahan_Mas/pqnsDwAAQBAJ
Radiansyah, A., Bastaman, A., & Purwandaya, B. (2019). Social Media, Lifestyle,
and Product Branding to Buying Decision on Millenial Generation: A
Study on Smartphone Purchases by a group of College Student.
International Journal of Novel Research in Marketing Management and
Economics, 6(1), 1–7. Retrieved from
https://www.noveltyjournals.com/upload/paper/Social%20Media%20Lifes
tyle-1638.pdf
Rahardian, L. (2019, April). “Merayakan” Hari Buku Sedunia di Tengah
Rendahnya Tingkat Literasi Indonesia. Diambil 9 Mei 2021, dari Kabar24
website: https://kabar24.bisnis.com/read/20190424/79/914620/merayakanhari-buku-sedunia-di-tengah-rendahnya-tingkat-literasi-indonesia
Rosida, I., & Azwar, M. (2021). YouTube as a New Culture in Indonesia: The
Construction of Gender Role in the Lens of the Circuit of Culture.
International Journal of Media and Information Literacy, 6(1), 182–192.
Retrieved from https://ijmil.cherkasgu.press/journals_n/1626865400.pdf
Rossanty, Y., Nasution, M. D. T. P., & Ario, F. (2018). Consumer Behaviour in
Era Millennial. Medan: Lembaga Penelitian dan Penulisan Ilmiah AQLI.
Sari, D., Suprayogi, M., & Azwar, M. (2021). Analysis of the Technology
Acceptance Model on The Union Catalog Server based the Senayan
Library Management System within the Library of the Ministry of Marine
Affairs and Fisheries of Indonesia. Library Philosophy and Practice (ejournal), 5246. Retrieved from
https://digitalcommons.unl.edu/libphilprac/5246
Shobirin, M. S. H., Safii, M., & Roekhan. (2020). Pola Perilaku Pencarian
Informasi Generasi Milenial. Rfm Pramedia Jember.

11

Siregar, S. (2013). Metode Penelitian Kuantitatif: Dilengkapi dengan
Perbandingan Perhitungan Manual & SPSS. Jakarta: Kencana.
Ulumi, B., Rusli, Y., & Wahyuningsih, S. S. (2014). Pemasaran Jasa Informasi
Perpustakaan. Tangerang Selatan: Universitas Terbuka.
Ward, D., & Chiari, C. (2008). Keeping Luxury Inaccessible. MPRA Munich
Personal RePEc Archive, (11373). Retrieved from https://mpra.ub.unimuenchen.de/11373/1/MPRA_paper_11373.pdf
Winter, S., Maslowska, E., & Vos, A. L. (2021). The effects of trait-based
personalization in social media advertising. Computers in Human
Behavior, 114, 106525. doi: 10.1016/j.chb.2020.106525
Wu, Y.-L., & Li, E. (2018). Marketing Mix, Customer Value, and Customer
Loyalty in Social Commerce: A Stimulus-Organism-Response
Perspective. Internet Research, 28(1). doi: http://dx.doi.org/10.1108/IntR08-2016-0250
Wulandari, Y. S., & Fatchiya, A. (2017). Efektivitas Promosi melalui Twitter
pada Perusahaan Pariwisata Bahari “Ibu Penyu.” Jurnal Sains Komunikasi
Dan Pengembangan Masyarakat [JSKPM], 1(2), 195–208. doi:
10.29244/jskpm.1.2.195-208

12

